international diet recommendations, the Public Health Agency of Canada reports that roughly 60 percent of Canadians consume low levels of FF&V.
14 Hence, this research will investigate the role of convenience in determining FF&V purchasing and/or consumption. As convenience plays an important role in food choice behaviours, understanding its role in relation to FF&V could lead to an increased consumption of these products, and consequently, better health for Canadians of all ages.
The original concept of this paper was to focus on awayfrom-home-consumption of all types of food products, however, for two reasons, it was decided to focus solely on FF&V as a particular food category. First, there is consensus that current fruit and vegetable consumption levels among Canadians are too low, thus leading to poor health and -in combination with an over-consumption of less healthy foods -an increase in diet-related diseases. Second, while there is some literature addressing the factors relating to individuals and their insufficient consumption levels, convenience in relation to FF&V has received little attention. It is thus necessary to get a broader understanding of the factors involved in the decision process of the consumers. The aims of this paper are twofold. It is evident that convenience in relation to food purchasing and consumption is a complex construct composing of many different dimensions. Thus, this paper will aim to provide a deeper understanding of convenience during the meal preparation and consumption processes, while giving particular attention to FF&V as a food category. The two areas of investigation will be 1) the dimensions of convenience as a part of the meal preparation and consumption processe, and 2) the individual characteristics of consumers and how they value these dimensions.
DIMENSIONS OF CONVENIENCE

Time and effort
Existing research illustrates that there are many dimensions of food related convenience. 3, 6, 8, 16 Although a consensus on the exact meaning of convenience has yet to be reached, many have agreed that convenience includes dimensions of both time and effort saving. 2, 3, 8, 16 As Candel states, transferring culinary skills from the home kitchen to the food distributor or processor can be viewed as contributing to both time and effort saving during the food delivery process. 3 Jaeger and Mieselman, who conducted a study investigating the perceptions of females towards nine different evening meal scenarios, demonstrated that both time (e.g. long cooking, long preparation) and effort (e.g. work, planning) contributed to perceived inconvenience. 9 The researchers also went on to describe how perceived time and effort were extremely interdependent across the nine evening meal scenarios. 9 Effort was further characterized to include both mental and physical effort, being composed of both thinking activities, and the amount of physical energy involved in the meal delivery process.
3 Table 1 provides examples of the differences between time and effort in regards to meal preparation.
Jaeger and Cardello argue that a 'meal perspective' should be adopted when analyzing food-related convenience, rather than the 'product perspective' used in the majority of literature on the issue. 8 This allows taking the dimension of 'timing of convenience' into account, as convenience is experienced during one or more stages of the meal preparation and consumption processes.
a This has been contended so that meal characteristics, rather than product characteristics, influence perceived convenience.
Consequently, Jaeger and Cardello see time, effort, and perceived (in)convenience as separate constructs, such that the convenience attributes are not only perceived and measured in single stages, but rather, are spread over the food preparation and consumption processes. 8 Therefore, the decision to purchase the product is embedded in the broader meal situation when a food product is purchased.
Stages of preparation and consumption process
An additional dimension of food convenience has also been established, and refers to the different stages of the home food production chain.
b, 3, 8, 16 The five recognized stages of the home food production chain have been recorded in Table  1 , and include: planning, purchasing, preparation/cooking, eating and disposal/tidy-up. Additionally, the storing and handling phase can be considered a separate production stage, as these refer specifically to the time, physical, and mental effort required to store and handle food items. Using various examples of time, physical, and mental effort saved during the separate food delivery stages, Table 1 displays the two main convenience dimensions.
To illustrate an example: a consumer decides that she would like to have a vegetable lasagne for an evening meal. During the planning stage of the food production chain, a list is made containing the ingredients needed to make the lasagne, which in turn saves her time and physical effort spent while at the grocery store, as she knows exactly what is needed and spends less time and energy walking through the store. During the purchasing stage, she decides to use the self-checkout, saving her both time and physical effort, as it is faster than the cashier line. When at home, physical and mental effort is saved during the storing and handling stage, as she has purchased vegetables in suitable storing containers, and therefore does not have to take the time to think about how to store the produce. During the preparation stage, mental effort is saved as she has opted to purchase noodles which have detailed cooking instructions on the package, while time and physical effort are saved because she has also opted to purchase pre-cut and pre-washed vegetables. During the eating stage, mental effort is saved as her children are familiar with the lasagne and thus contently eat it. Lastly, during the disposal/ tidy-up stage, time and physical effort are saved through the use of a dishwasher to clean the utensils and dishes used during the eating stage.
Location of convenience production in supply chain or proximity to consumer The third notable dimension of food related convenience involves the production aspect of meal related convenience. As Scholderer states, the food producer, the retailer, or food service provider, are different actors of the food chain, that can be responsible for the added convenience of food products. 16 As an example of added convenience, a peach farm labourer (food producer) selecting peaches based on uniform size and quality, placing them in a basket for easier handling and storage purposes, later saves a consumer time and physical effort at the purchasing stage of the food chain. An employee at a retail grocery store, cutting, washing, and placing some of the peaches in a plastic bowl for immediate consumption, would be an example of added convenience from the retail stage of the food chain. Candel found that consumers oriented towards convenience are more apt to forgo certain food preparation activities altogether by "transferring these to the food processor" thus showing the importance of added convenience from the production and retail sectors of meal production. 3 Furthermore, an additional actor within the food chain, the food service provider, will add convenience to food products in a number of ways. First of all, there are many different types of food service providers, including, but not limited to: fast food restaurants, true restaurants, cafés, and pubs, which offer numerous types of convenience added products and/ or meals. Examples of the products and/ or meals that could be offered are: a sit down meal, take away food, and coffee to go. In their study of Irish convenience food consumer and four different convenience food categories, De Boer et al. found that restaurant and pub meals were based more on socializing, while ready-made meals were found to be linked most with convenience.
When discussing the location of added convenience, it is important to mention that in some cases, trust in particular players of the food supply chain may be vital to consumers, ultimately affecting their purchasing decisions. For instance, added convenience at the retail level (e.g. grocery stores) would make consumers aware of where exactly the convenience attributes were added, allowing them to make judgements on the cleanliness and the potential food safety measures of the establishment. Thus, in the case of FF&V purchasing, the location of added convenience may play a significant role in determining consumers' purchasing decisions. Similarly, location of added convenience may also be deemed important in situations where consumers have preferences for particular stages of added convenience. For example, a consumer may prefer purchasing items where convenience attributes have been added by the primary producers themselves, rather than other players of the food chain, e.g. as documented by a "fair trade" label.
Beneficiary of convenience
A further dimension relating to convenience-orientation can be applied to the person(s) whose effort and time are being reduced. As Scholderer & Grunert state, the different stages of meal production (planning, purchasing, preparation, cooking, eating, and disposal) can be carried out by different members of the family, which implies that the various stages of effort and/or time reduction can be subsequently reduced by different persons. 16 Thus, it is important to note that the person(s) who completes meal production activities with reduced time and/or effort depends on the stage of meal production for which they are responsible. As an example, to reduce time and effort, the primary household shopper, choosing to shop at a larger retailer instead of several smaller shops, would imply an element of added convenience solely for themselves. Also, if the primary shopper and their partner are usually involved in the preparation stage of meal production, using a kitchen tool such as a blender could mean that both members could have reduced time and/or physical effort. If the couple and their children eat a meal together containing familiar foods, it is plausible that all members of the family would have reduced mental effort, and thus added convenience, if they are fond of the food itself.
Another example of reduced mental effort during meal production has been stated by Wilk, where, in response to a claim made by Sidney Mintz, he has argued that "various forms of convenience foods have the potential to solve social problems at the dinner 
Situational Influence of Meal Situations
Recent studies have also investigated the situational influence of meal situations as another dimension of food related convenience. 6, 8, 20 The situational influence of eating situations can include the social surroundings, the timing, and the type of situation (snack, full meal and in-between consumption). Verlegh & Candel found that 'social situations' impacted the intention of consumers' consumption of convenience foods (TV dinners), reporting that consumption intention decreased from dinners eaten alone, with family, and with friends, whereas contrastingly, the intention to consume TV dinners did not differ between 'time-related' situations (weekdays or weekends). 20 The researchers also found that the context in which TV dinners were consumed (whether alone, with family, or with friends) had an impact on the attributes of the dinner. Similarly, through their research looking at Irish consumers and four different consumer food categories, De Boer et al. found that restaurant and pub meals were less associated with convenience dimensions and more with social events. 6 Ready and take-away meals, on the other hand, were most associated with convenience related dimensions.
INDIVIDUAL DETERMINANTS OF CONVENIENCE DEMAND
Research has shown that there are many factors at the individual level contributing to the increased demand of convenience food items. 3, 6, 7, 9, 20 As Candel states, "convenience orientation is an individual characteristic in which consumers can differ." 3 In a study conducted by M. De Boer et al., the researchers divided respondents into groups based on their level of convenience product consumption, 6 and the results confirmed that the consumers' purchasing of ready meals depended on their lifestyles and beliefs on the purchase on convenience foods. Their analysis was able to demonstrate the extent to which individuals can differ in relation to their purchase of convenience food products. Similarly, Ryan et al. revealed differences towards convenience orientation between six established consumer segments in the Irish population. 15 The established groups included: hedonistic food consumers (28%), conservative food consumers (21%), extremely uninvolved food consumers (16%), enthusiastic food consumers (14%), moderate food consumers (13%), and adventurous food consumers (8%). It was found that the hedonistic, extremely uninvolved and adventurous food consumers were most convenience oriented out of the six groups, displaying that differences were present between the groups' convenienceorientation.
As has been demonstrated, consumers can be divided successfully into groups based on their purchasing behaviours and attitudes towards food, supporting the idea that convenience orientation differs from person to person. Research to date has divided the factors affecting consumers' convenience orientation into two groups, namely, 'sociodemographic' and 'psychographic' ( Table 2) .
In addition, existing research has explored how perceived resources can affect convenience orientation, 3, 8, 20 and it was found that perceived (in)convenience and resource constraints can contribute to convenience behaviour of meal delivery. Jaeger and Cardello examined the concept of food convenience, specifically within the institutional framework of military feeding in the United States, and presented respondents with meal scenarios reflecting field food provisioning practises. 8 Jaeger and Cardello found that perceived (in)convenience, time, and effort were separate constructs, which illustrated the fact that perceived (in)convenience of a consumption situation occurs across one or more stages in the process, and that the situational characteristics of a meal also affect perceived (in)convenience. 8 Scholderer and Grunert developed a model that measured the influence that perceptions of resource constraints have on convenience behaviour among both French (n=1000) and UK (n=1000) respondents. 20 The researchers concluded that objective household resources had an indirect effect on convenience shopping and product usage, and that this effect was mediated by the perceived objective household resources of respondents, which in turn affected convenience behaviours. 20 When looking at monetary resources, it was noted that disposable income, employment status, and family size all had an effect on perceived monetary resources. It was also found that family composition (number of adults and children in the household) played the most significant role in resource perception. The researchers state that 
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"the persistence of these effects, even when employment status and income are controlled for, suggests that the demands of family life as such may operate in an amplifying way on consumer's perceptions, make family life appear subjectively as an even larger drain on household resources than suggested by subjective data alone." 20 Thus, the research put forth demonstrates the effect that perceived resources have on convenience behaviour, rather than objective resources. Similarly, Candel's concept of role overload is in line with the above findings. 3 Role overload is defined as "the degree to which the amount of energy and time demanded of a person as a result of the roles this person performs is perceived to exceed his or her available time and energy resources" and portrays how social structures (such as family) can influence individuals' behaviour. Essentially, the more a person perceives time and energy resources as lacking (due to demands or social pressures) the more a person experiences role overload. The component of role overload linked to internal causes, was found to have a positive correlation with convenience orientation (P<0.001) suggesting that respondents who experienced role overload, due to their own shortcomings, were more apt to save time and energy during meal preparation activities. Further, the correlation between role overload and external causes was not significant (P>0.05). Candel distinguishes external causes from internal ones, as external causes are those which a respondent feels they don't have control over, such as others requiring too much of a person's time. 3 Conversely, not being able to meet everyone's expectations, or having to overextend oneself, are examples of internal causes.
It must also be pointed out that cultural factors also play an active role in determining individuals' convenience orientation. Different cultures have different attitudes and behaviours towards food preparation and consumption. Consequently, it can be argued that attitudes and behaviours towards convenience orientation will also differ between cultures. Recent studies have explored this occurrence, for example, Olsen et al. investigated cultural differences between five European countries in the meaning of convenience orientation and the relationship between convenience, attitudes, and fish consumption. 13 It was found that actual levels of convenience orientation differed from country to country. However, the researchers pointed out that the meaning of convenience was not culture specific. These findings suggest that the meaning of convenience is steadfast, while the extent to which a person is convenienceoriented can depend on the culture he or she is a part of.
A conceptual model can be developed based on the above discussion regarding convenience orientation.
Convenience orientation is a multidimensional construct in which socio-demographic, psychographic, and perceived resources are factors contributing to its conceptualization.
SOCIO-ECONOMIC AND DEMOGRAPHIC FACTORS
Working Status
Working status has been shown to be a major determinant of individual convenience orientation, 3, 16, 20 and it was found that the use of convenience appliances and meals eaten away from home was higher if the person responsible for meal preparation held a job. 20 Verlegh and Candel also found that there was a positive correlation between number of hours worked and consumption frequency, and that consumption of TV dinners was in fact higher if the respondent was employed. 20 Candel discovered that only meal preparers who work over 30 hours per week were more significantly convenience-oriented than those who worked less than 9 hours per week. 3 Respondents who worked less than 9 hours per week scored the lowest on the convenience-orientation scale; even lower than those who were unemployed. Perhaps, respondents working fewer than 9 hours per week chose the job simply to add an interesting element to their lives, explaining why they were found to score lower on the convenience-orientation scale than their unemployed counterparts. 3 This is in line with Scholderer and Grunert, who also discovered that unemployment did not necessarily increase a person's perceived time budget.
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Resources
Household income is considered a major determinant of convenience orientation, with higher incomes possessing higher convenience orientation and consumption. 1, 2, 20 When discussing the Irish food market and changing eating patterns in Ireland, Ryan et al. describes how people with large disposable incomes, and very little time to spend, are often categorized as the "cash rich, time poor consumers." 15 This description is certainly applicable to the rest of the Western world. When speaking of variances between the purchasing of convenience items, and food related lifestyle segments, the researchers also stated that the differences in categories were due to the larger proportion of consumers with higher income levels in those groups, which purchased more convenience items. 15 Women's participation in the labour market is another determinant, especially when more than thirty hours a week are worked. As Ryan et al. states, the rise in the number of women working outside the home has had a significant effect on traditional food consumption patterns. 15 Not only are dual income families busy, they have a greater income to spend on convenience food items.
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Household size
Another factor affecting convenience orientation is that of household size. Candel found that singles were more convenience-oriented than multiple-person households, while there was no significant difference between multiple-person households of various sizes. 3 He states that those respondents who were not responsible for looking after other household members in regards to meal preparation, but were responsible for both earning a living and housekeeping, were most convenience oriented. A study completed by Marquis confirmed the importance of convenience in determining food choice among young, single adults living in residence halls. It was found that convenience was the most important food choice factor, while price, pleasure, health, and concern about weight followed after. 11 Similarly, Marquis and Manceau determined that convenience played a big role in determining food choices of single men living in apartments in Montreal.
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Presence of children In relation to household size, the presence of children also seems to play a role in determining convenience orientation. Candel discovered that the presence of children had an effect on convenience orientation, as meal preparers with children were found to be less convenience oriented. 3 This is somewhat surprising as it could be assumed that households with children are more time constrained, and thus perhaps more convenience-oriented than families without children. However, the opposite has been found, as families with children appear to be less convenience oriented than those without. Perhaps families with children are more inclined to want to perceive meal preparation and cooking as an enjoyable family activity when children are involved in the process. It could also be that individuals generally feel that it is more worthwhile to cook for one or two other people rather than solely for themselves.
Food Preparation Skills and Knowledge
A cross sectional analysis of males (n=764) and females (n=964) aged 18-23 completed by Larson et al. discovered that young adults reporting frequent food preparation skills displayed less frequent fast food consumption. 10 The results of this study suggest that food preparation skills can have an impact on convenience food consumption, as fast food is a commonly consumed convenience food. The researchers also found that respondents reporting frequent food preparation skills were also more likely to meet the dietary requirements for fat, fruits, vegetables, calcium and whole grains of the Healthy People 2010.
c,10
Differences between food preparation skill levels and fruit and vegetable intake were found to be most apparent. 31% of respondents who reported high levels of food preparation skills were consuming five servings of fruits and vegetable servings per day, in comparison with only 3% who reported the lowest level of cooking skills. In conclusion, the researchers support and recommend programs and interventions aimed at improving food preparation skills as a way to improve dietary intake.
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PSYCHOGRAPHIC FACTORS
Enjoyment of Meal Preparation
Candel measured the effect that enjoyment of meal preparation can have on a person's convenience orientation. 3 He defined enjoyment of meal preparation as the extent to which a person receives pleasure from meal preparation activities, and it was found that enjoyment of meal preparation was negatively related to convenience orientation. 3 Similarly, Buckley et al. divided UK consumers into four segments based on their 'consumer food lifestyles' (CFL): the food connoisseurs (26%), the home meal preparers (25%), the kitchen evaders (16%), and the convenience seeking grazers (33%). 2 To illustrate, the 'food connoisseurs' were characterized as deriving the most pleasure from experimentation during meal preparation and new foods. It was found that respondents within this group were less likely than those in the remaining groups to distinguish convenience foods as vital or healthy. The group was also the least inclined to feel that convenience food are time saving in comparison to the other groups. Thus, it is evident from existing literature that enjoyment of meal preparation has a negative impact on consumers' convenience orientation of food products.
Involvement
Involvement is another individual determinant argued to have an effect on convenience orientation. Candel refers to involvement as the "degree to which an individual finds food products important" which has been found to have a negative effect on convenience orientation. 3 Ryan et al. concluded similar results, where respondents were divided into six consumer segments based on their purchases, preparation and consumption of food products in general. 15 It was found that the 'extremely uninvolved' segment purchased convenient food products, such as frozen vegetables, prepared salad, canned food and prepared food, more often than any other consumer segment. This group was characterized as uninterested in shopping and cooking, and possessed a negative attitude towards eating out in general. Whether or not an individual finds food products important therefore impacts individual convenience orientation.
On the whole, attitudes and values towards meal preparation have an impact on individuals' convenience orientation. Existing literature has been able to group consumers into segments based on their lifestyles and attitudes towards food and convenience foods, as well as the purchase frequency of these products. 2, 6, 15 Consumers can differ in their perceptions of food and meal preparation, further justifying the fact that convenience-orientation is an individual characteristic in which consumers can differ.
CONCLUSIONS AND OUTLOOK ON FUTURE RESEARCH
Research has shown that convenience in relation to food purchasing and consumption is a complex process composed of many attributes. This paper has focused on two areas with an overall emphasis on fresh fruits and vegetables (FF&V) as a particular food category: 1) the dimensions of food convenience as part of a meal preparation and consumption process, and, 2) individual characteristics of consumers and how they value these dimensions.
In regards to the dimensions of convenience, convenience has been defined to include aspects of both time and effort saving -with effort consisting of both physical and mental effort. In-depth studies investigating the construct of convenience have generated vocabulary terms centered on both time and effort saving. Thus, in order to increase FF&V consumption, it is suggested that fruits and vegetables be marketed as both time and effort saving when possible. This could potentially increase consumption, as consumers would perceive FF&V as time and effort saving much like other prepared foods.
When investigating food related convenience, the adoption of a 'meal perspective', rather than a 'product perspective' has been advocated. This has been proposed since the decision to purchase a food product is part of a broader meal scenario, and therefore, convenience attributes of a product are spread over more than one stage of the food preparation and consumption processes. When focusing on fruits and vegetables as a particular food category, the adoption of a meal perspective is imperative as fruits and, even more so, vegetables are typically part of broader meal scenarios. Thus, when aiming to increase fruit and vegetable purchases, marketers must plan to utilize the meal perspective, and present fruits and vegetables as convenient, both independently and as components of a meal.
More particularly, six stages of the food preparation and consumption process have been recognized and include: planning, purchasing, storing/handling, preparation/cooking, eating and disposal/tidy-up. Table 1 has provided examples of time and effort saved during the six different stages of the food preparation and consumption processes, with an emphasis on fruits and vegetables as a particular food category. As previously stated, a meal perspective should be adopted with regards to increasing fruit and vegetable consumption. The six mentioned stages constitute the meal preparation and consumption processes to which the meal perspective should be applied. When marketing FF&V, attention should be given to the fact that convenience can spread over the six mentioned stages and therefore, convenience attributes can be applied and advertised to more than one stage of the food preparation and consumption process. Consumers oriented towards convenience are more apt to forgo certain food preparation activities altogether by transferring these to the food processor. Hence, in order to increase consumption, FF&V can be marketed as saving consumers time and effort over more than one or two of the stages, but rather, over a number of stages.
In regards to individual determinants, this paper has also investigated the individual characteristics of consumers, which have been shown to impact consumers' convenience orientation. The characteristics include two groups: 1) socioeconomic/ demographic (working status, resources, household size, presence of children, food preparation skills and knowledge) and 2) psychographic (enjoyment and involvement in meal preparation) factors.
It is clear that resources (i.e. income) and working status do affect convenience orientation; however, the research has also shown the extent to which perceived resources play a role in consumer decision making. With regards to FF&V consumption, perceived resources may play a role in determining consumer purchasing and consumption behaviour. External strains, such as family and social responsibilities, were found to increase convenience orientation, suggesting that social responsibility may be a significant determinant of convenience-orientation rather than resources and working status alone.
In addition, involvement and enjoyment in meal preparation were shown to affect individuals' convenience orientation. It was found that individuals deriving the most pleasure from meal preparation activities were less likely to perceive convenience foods as time saving, vital or healthy. Involvement in meal preparation was determined to have a negative effect on convenience orientation, as individuals who perceived food products to be important were less inclined to purchase convenience items. In relation to FF&V consumption, involvement and enjoyment in meal preparation are perhaps traits which may lead to an increased fruit and vegetable consumption, as both have been shown to lead to a decreased consumption in convenience foods. At this stage, more research is needed to subject this conjecture to an appropriate empirical test.
Future research, illustrating the perception and uses of FF&V, would be useful in determining the stages during the meal and consumption processes to which further convenience traits may be added. This would be beneficial when aiming to increase fruit and vegetable consumption towards current recommended levels, as convenience is a demanded trait of consumers of food products and can thus be applied to the food category of FF&V. Understanding the perceptions and uses of FF&V could allow for the specific potential convenience traits to be added to this food category, with more precision and benefit to consumers.
Furthermore, existing research has focused mainly on convenience foods as a food category; however, future researching exploring the relationship between perceived resources and FF&V consumption alone may point to whether resources alone or, rather, perceived resources, affect FF&V consumption.
Food preparation and cooking skills have been shown to lead to an increase in fruit and vegetable consumption. It would seem that food preparation knowledge and cooking skills are overlooked as personal assets leading to better health. In regards to FF&V, food preparation skills and knowledge may be important individual traits leading to increased FF&V consumption, and thus, greater overall health.
